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The customer orientation paradigm of the traditional marketing concept has pointed to the importance of for-profit
and not-for-profit organizations becoming “customer-centric.” The natural result for such organizations would be
better value creation and increased firm “profit” performance. Is this always the best approach in smooth and
turbulent economic times? Are there times when being less-customer centric can produce better outcomes for the
firm and for the consumer? The economic challenges we currently face in much of the world have led some
scholars and practitioners to question the validity of a number of accepted business practices and theory including
the traditional parts of the marketing concept. We invite scholars across all of the disciplines within marketing to
submit their theoretical constructs and/or research results or ideas for special sessions that have direct or tangential
connection to the conference theme. Furthermore the congress provides a forum for discussing pertinent, emerging
concerns in marketing not directly related to the theme. Other theory, research results and special sessions across the
broad spectrum of our discipline as indicated by the many tracks included in this congress are also of interest and we
encourage your submissions.

The venue of the conference is at the Reims Management School, in Reims, France. Reims is located in the heart of
the Champagne region and it is about 81miles east Paris - only 30 minutes from the CDG international airport by the
fast train (TGV). Reims played a central role in French monarchical history as the traditional site of the crowning of
the kings of France. The Notre-Dame de Reims Cathedral and the Saint Remi Basilica are some of the great
historical sites that remind the world of this historical period and the origins of France itself. Beyond the history of
France and Europe, Reims will delight you with its many Champaign houses, culinary establishments, galleries and
points of interest.

To participate, submit competitive papers or special session proposals electronically using the conference
management system to the appropriate track chair listed below. Important Note: It is against AMS policy to submit
the same paper or special session proposal to multiple tracks. We look forward to seeing you and engaging in the
lively intellectual discussions and warm fellowship that are trademarks of the Academy of Marketing Science and
the World Marketing Congress.

Barry J. Babin Adilson Borges

Program Co-Chair Program Co-Chair

Department of Marketing Department of Marketing

Louisiana Tech University Reims Management School

Ruston, LA 71272, USA 51100 Reims, France

Phone: (318) 257-4012 Phone: +33 (326) 77-4604

e-mail: bbabin@Ilatech.edu e-mail: adilson.borges@reims-ms.fr

Jump to Submission Guidelines
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Program Tracks

Business-to-Business Marketing Emotions in Marketing

Daniel J. Flint Julie Anna Guidry

Department of Marketing and Logistics E. J. Ourso College of Business
University of Tennessee Louisiana State University

314 Stokely Management Center Baton Rouge, LA 70803 USA
Knoxville, TN 37996 Phone: 225-578-5596

Phone: 865.974.8314 Fax: 225-578-8616

e-mail: dflint@utk.edu e-mail: jaguidry@I|su.edu
Consumer Behavior Environmental Issues in Marketing
Ingrid Poncin Kenneth Miller

Skema School of management University of Technology, Sydney
Avenue Willy Brandt School of Marketing — PO Box 123
59777 Euralille — France Broadway, NSW 2007 - Australia
Phone : +33 (0)3 20 21 59 57 Phone: 612 9514.3528

e-mail : i.poncin@skema.edu Fax: 612 9514.3535

e-mail: ken.miller@uts.edu.au

Customer Value Co-creation and Customer Value

Excellence in Marketing Education and Innovative
Teaching

Weiling Zhaung

Eastern Kentucky University
Until Sep. 2010, contact at:
Department of Marketing

Goran Svensson
Oslo School of Management

Louisiana Tech University PO Box 1195 Sentrum

Ruston, LA 71272 / USA 0107 Oslo, Norway

Phone : +1(318) 257-4012 Phone: +46 705 22 77 10
e-rgall. weiling.zhuang@gmail.com e-mail: goran.svensson@hh.se
an

Bruce Alford

. Global Marketing
Department of Marketing Global Marketin

Louisiana Tech University
Ruston, LA 71272

Phone : +1 (318) 257-4012
e-mail: balford@Ilatech.edu

José |. Rojas-Méndez

International Business & Marketing
Sprott School of Business

Carleton University

1125 Colonel By Drive,

Ottawa, Ontario K1S 5B6 - Canada
Phone: (613) 520 - 2600 ext. 8014
e-mail: jose rojas@carleton.ca

Electronic and Interactive Marketing

Tanuja Singh
Bill Greehey School of Business
St. Mary's University

San Antonio, TX 78228
210-436-3712 (phone) Cross-Cultural Research

e-mail: tsingh@stmarytx.edu

Mary Conway Dato-on
Rollins College
Crummer Graduate School

Entrepreneurship and Small Business Winter Park, FL 32789

Phone: 859-572-1321
Fredric Kropp e-mail: mconwaydatoon@rollins.edu
Graduate School of International Policy and Business and

Monterey Institute of International Studies

Monterey, CA 93940 USA lllinois State University College of Business Department
Phone: 831.647.6684 of Marketing Campus Box 5590
e-mail: fredric.kropp@miis.edu Normal, IL 61790-5590 USA

Office: (309) 438-3816

Email: abakir2 @ilstu.edu

Aysen Bakir
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Marketing and the Law

Ralf Schellhase

Hochschule Darmstadt
Fachbereich Wirtschaft
Darmstadt, Germany 64295
Phone: +49 (622) 186-7884
e-mail: ralf.schellhase@h-da.de

Health and Health Issues in Marketing

Pierrick Gomez

Reims Management School

59, Rue Pierre Taittinger - BP 302
51061 Reims Cedex -- France
Phone: +33 (0)3 26 77 47 47

e-mail: pierrick.gomez@reims-ms.fr

Innovation and Creativity

Noel Lindsay

Entrepreneurship

University of Adelaide

Adelaide, Australia

Phone: (6188) 303-7422

Fax: (6188) 303-7512

e-mail : noel.lindsay@adelaide.edu.au

Integrated Marketing Communications

Richard Hanna

Northeastern University

College of Business Administration
Marketing Group

Boston, MA 02115

Phone: 617-373-8386

e-mail: r.hanna@neu.edu

Marketing Ethics, Corporate Governance, and

Leadership

Bodo Schlegelmilch
Wirtschaftsuniversitaet Wien

International Marketing & Management
Augasse 2 — 6, 1090 Vienna - Austria
Phone: 43.1.31336.5103

e-mail: bodo.schlegelmilch@wu-wien.ac.at

Marketing Research Methods

Jill Attaway

Department of Marketing
Illinois State University
Normal, IL 61790

Phone: 309.438.2935

e-mail: jsattaw@ilstu.edu

Marketing Strategy

Curtis P. Haugtvedt

520 Fisher Hall

Fisher College of Business
2100 Neil Avenue
Columbus, OH 43210 /USA
Phone: (614) 292-6228
email: haugtved @fisher.osu.edu
and

Kaiya Liu

414 E Clark St.

University of South Dakota
Beacom Hall 234
Vermillion, SD /USA
Phone: 605-677-5544

email: Kaiya.Liu@usd.edu

Product and Branding Strategies

Mathew Joseph

Department of Marketing

Bill Greehey School of Business
St Mary's University

San Antonio, Texas 78228, USA
Phone: +1210-431-2044
e-mail:josephmjl@yahoo.com

Pricing and Price-Related Issues

Sandra Mottner

Department of Finance and Marketing
Western Washington University
College of Business and Economics
Bellingham, WA 98225 USA

Phone: 360-650-2403

e-mail: sandra.mottner@wwu.edu

Sports Marketing

Stephanie Slater

Cardiff University

Cardiff Business School
Cardiff, CF10 3EU - UK
Phone: (44292) 087-6949
Email: slaters@cardiff.ac.uk

Relationship Marketing

B. Ramaseshan

Curtin University of Technology

School of Marketing

Perth, WA 6845 - Australia

Phone: 618 92664674

e-mail: ramaseshanb@cbs.curtin.edu.au
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Retailing and Channels

Gérard Cliquet

Rennes University

Institut de Gestion de Rennes

11 rue Jean Macé — CS 70803

35708 Rennes Cedex 7 - France

Phone : +33 (0)223237851

e-mail: gerard.cliguet@univ-rennes1.fr

Insurance and Bank Marketing

Anne Julien

Reims Management School

59, Rue Pierre Taittinger - BP 302
51061 Reims Cedex

France

Phone: +33 (0)3 26 77 47 47
e-mail: anne.julien@reims-ms.fr

Selling and Sales Management

Jay Mulki

Northeastern University
Department of Marketing
Northeastern University
Boston, MA / USA
Phone: (617) 373-8366
e-mail: .mulki@neu.edu

Services Marketing

Jean-Charles Chebat

HEC-Montreal

Montreal, QC

Canada

Phone: +1 (514) 340-6846

Email: jean-charles.chebat@hec.ca
and

Kiane Goudarzi

Reims Management School / IAE Aix en Provance
59, Rue Pierre Taittinger - BP 302
51061 Reims Cedex

France

Phone: +33 (0)3 26 77 47 47

e-mail: kiane.goudarzi@reims-ms.fr

Advertising Communication

Laurie Babin

Department of Marketing
University of Louisiana — Monroe
Monroe, LA / USA

Phone: 318 342-1153

e-mail: babin@ulm.edu

Social Marketing

Sharyn Rundle-Thiele

Griffith Business School

Department of Marketing

Nathan Campus, Griffith University

170 Kessels Road, Nathan QLD 4111, Australia
Phone: +61 7 3735 6446

e-mail: s.rundle-thiele@griffith.edu.au

Tourism and Hospitality

Christine Petr

Tours University

Institut d’Administration des Entreprises
50 avenue Jean Portalis

37206 Tours Cedex 03 -- France

Phone : 02 47 36 10 10

e-mail : cristine.petr@univ-tours.fr

Luxury, the Arts and Wine Marketing

Steve Charters

Reims Management School

59 Rue Pierre Taittinger - BP 302
51061 Reims Cedex -- France
Phone: +33 (0)3 26 77 47 47
e-mail: steve.charters@reims-ms.fr
and

Nathalie Spielmann

Reims Management School

59 Rue Pierre Taittinger - BP 302
51061 Reims Cedex -- France
Phone: +33 (0)3 26 77 47 47
e-mail: nathalie.spielmann@reims-ms.fr

Distribution and Supply Chain Management

lkuo Takahashi

Department of Marketing

Keio University

Keio, Japan

Phone: +81-3-3453-4511
e-mail: takahasi@fbc.keio.ac.jp

Market-Based Learning and Competitive
Advantage

Bulent Menguc

Department of Marketing, Int'l Business, and Strategy
Brock University

500 Glenridge Ave., St. Catharines, L2S3A1, Ontario
Phone: 905-688-5550 (ext 5074)

e-mai: BMenguc@brocku.ca
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Farmers Markets, Street Vending, and other
(Non)Traditional Forms of Retailing

Anne L. Balazs

Department of Marketing, College of Business
Eastern Michigan University

300 W. Michigan Avenue

469 Gary M. Owen Building, Ypsilanti, M1 48197
Phone: (734) 487-3723

e-mai: abalazs@emich.edu

Fashion Merchandising, Marketing and Retailing

Joy M. Kozar

Apparel, Textiles, & Interior Design
Kansas State University

320 Justin Hall

Special Sessions

Leyland Pit

Simon Fraser University

Segal Graduate School of Business
500 Granvile Street

Vancouver, BC V6C 1W6 - Canada
Phone: 778-782-7712

e-mail: |pitt@sfu.ca

Doctoral Colloquium

John B. Ford

Marketing Department
Old Dominion University
Norfolk, VA 23529
e-mail: jbford@odu.edu

Manhattan, Kansas 66506-1405
Phone: 785-532-1394
Fax: 785-532-3796

e-mail: jkozar@ksu.edu

Proceedings Editor

Colin Campbell
Emerging Markets Monash University
PO Box 197
Dheeraj Sharma Caulfield East VIC Australia 3145

Phone: +613 9903 1400 Fax: +613 9903 1357
e-mail: mrcol@me.com

The University of Winnipeg
515 Portage Avenue
Winnipeg, MB R3B2E9, Canada
Phone: 204-258-2980 N2
Fax: 204-774-8057

e-mail: dh.sharma@uwinnipeg.ca

Submission Guidelines

If you have questions about the appropriateness of a submission, please contact a relevant track chair. In the case of
track co-chairs, the authors may communicate with either or both of the track chairs regarding a submission.

All research papers and special session proposals are to be submitted using a the on-line submission process. If you
already logged into the online submission process, you may follow this link to the conference management login. Otherwise,
visit the conference home page on the AMS web-site for more information and instructions on getting started. Research
papers can be submitted as full manuscripts or as structured abstracts.

Manuscripts should follow the Journal of the Academy of Marketing Science style guidelines (found at
http://www.jams.org). Papers should not exceed 20 double-spaced pages (Times New Roman or Calibri 12 pt font) in total
length including all exhibits and references. The manuscript itself should be saved as a pdf document. Be sure to include the
title of the paper, names and affiliations of each author, and complete contact information for the corresponding author
(surface mail address, e-mail address, fax, and phone number). With the conference management system, this information
and the abstract are entered separately from the manuscript. Important note: It is against AMS policy to submit the same
paper or special session proposal to multiple tracks. Manuscripts will be double blind reviewed. Please do not identify
authors in the paper beyond the cover page. Please see the conference home page for more information.

If you are intending to publish an abstract only, you may submit your work as a structured abstract. The structured
abstract can be submitted in the same manner as a full manuscript, but it should follow this specific format shown in this
example. The maximum length is 4 pages or 2500 words in total, whichever is shortest. The abstract should include
references and include major headings for the Introduction, Methodology, Results, and Conclusions and Implications for
Theory and Practice.
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If you would like to make a submission for a poster session, please indicate your intention to the respective track
chair.

Upon acceptance, the author agrees to: (a) release the copyright to the Academy of Marketing Science unless
choosing to publish only a one-page abstract; (b) return the manuscript in correct format in a timely fashion to the
Proceedings Editor; and (c) have at least one author appear at the conference to present the paper. The page limit for
published papers is five single-spaced pages. Longer papers (up to 10 pages) will be allowed at the rate of US$50 per page or
fraction thereof over the limit of five pages. Authors of accepted research submissions can choose to publish a one-page
abstract in the Proceedings. Any accepted manuscripts not presented at the conference will not be published in the AMS
Proceedings. It is ultimately the author’s responsibility to see that any paper accepted for publication is provided to the
Proceedings Editor and appropriate track chair on time and in the proper format. All manuscripts accepted for publication
must be submitted to the Proceedings Editor electronically via e-mail, formatted according to the 2011 WMC Proceedings
style guidelines (which will be supplied to you upon acceptance), by the Proceedings deadline. Membership in AMS for all
authors not attending also is encouraged and appreciated.

Special session/panel proposals can be submitted by e-mail as attached “word.doc” files to the special session track
chair. Proposals should contain a 100-word bio of each speaker, a one-page description of the session, and a one-page
description of each presentation. Special session/panel proposals will be reviewed, and those rated as highest quality and
most in keeping with the conference theme will be accepted for presentation. The program team welcomes all ideas for
presentations, workshops or other sessions that may be of interest to the AMS Fellows. Leyland Pitt is organizing special
sessions, however, if your idea ties closely to one of the subject area tracks, you may work through that area. Please contact
an appropriate program manager with your ideas.

AMS Web Site: www.ams-web.org

Submission Deadline: October 18, 2010


http://www.ams-web.org/

Full Track Descriptions for the 15" WMC

Business-to-Business Marketing

This track invites papers and special session proposals focusing on a wide variety of theory, practice, and
methods relevant to business-to-business marketing, but especially those related to the conference
theme of the customer not always being right. For example, having a proactive customer orientation may
mean suppliers see where customers are headed even before customers do. Some customer buying
center members may not have a full picture of what their organization values or some customer
organizations may not know what is truly best for them. Be creative but be theoretically grounded,
methodologically rigorous, and practically relevant and global/international if relevant. Topics that might
spur interest may include but are not limited to business buyer behavior, business-to-business account
management/selling, business-to-business branding, unique challenges of integrated marketing
communications for business markets, demand and supply integration, and globalization issues in
business-to-business marketing that may include organizational, national and regional culture, contractual
arrangement, pricing, and language issues. Rigorous qualitative, quantitative and mixed method
approaches are all of interest.

Go back to the track chairs list




Consumer Behavior

This track welcomes competitive paper submissions reporting theoretical, conceptual or empirical
research results related to B2C buying, consumption meaning, the consumption process, consumer
decision making, historical perspectives on consumption and other matters related to the way consumers
derive value from consumption. Research can be quantitative or qualitative and authors are encouraged
to push the envelope in developing creative ideas for marketing to the world’s consumers of today.

Go back to the track chairs list




Customer Value Co-creation and Customer Value
This track welcomes both conceptual and empirical papers that provide critical insight into the area
regarding customer’s important role in product and service delivery process. We strongly encourage
works related to newly emerging theory and its application that covers a broad range of customer co-
creation behaviors in different transaction contexts. Examples of topics appropriate for this track include,
but are not limited to:

e service design and customer co-creation

e customers’ experiences and emotional responses during the production and creation process

e technologies that encourage customer to coproduce the outcome

e theimpact of firm’s strategy on customer participation

e cross-cultural customer co-creation behaviors

e perceived value and customer feedback and the potential advantages and disadvantages of

customer involvement to firm

Consistent with this year’s theme, special sessions and papers exploring the topic of “The Customer is
NOT Always Right: Where does the Marketing Concept Go?” will be given particular consideration.

Go back to the track chairs list

Electronic and Interactive Marketing

When do consumers benefit from new electronic technologies? When do marketers benefit from new
electronic technologies? This track focuses on electronic technologies used in the exchange and
consumption processes. As such, it focuses not only on how marketers adopt technologies to better sell
to, advertise to, and collect information about consumers with, but also on the way consumers adopt
technologies and extract value from their use. Topics include the automation of marketing and consumer
practices using technological innovations, the implications for increasing reliance on technology to
perform marketing functions, the adoption of technological innovations by marketers and consumers, the
use of technology in marketing research and other research topics that have implications for electronic
and interactive marketing.

Go back to the track chairs list




Entrepreneurship and Small Business

Conceptual and empirical articles are invited that examine entrepreneurship and/or small business
management. Both articles dealing with marketing-related issues and other aspects of entrepreneurship
will be considered in this track. Research may consider unique aspects of small business marketing and in
particular, marketing and management in family run businesses. In addition, we welcome articles on
social entrepreneurship and proposals for special sessions directly related to entrepreneurship or small
business issues.

Go back to the track chairs list

Emotions in Marketing

This track focuses on emotional experiences in marketing contexts. Research that considers how specific
emotions, such as guilt, anger, remorse, and disappointment, are elicited and/or how specific emotions
affect cognitions, decisions, and behavior is encouraged. Research addressing how mood or affect
uniquely influences cognitions and behavior are also suited for this track. A variety of marketing contexts
will be considered, such as consumer behavior, branding, services, marketing strategy, sales and sales
management, B2B/relationship marketing, social marketing, public policy, health care settings, sports
marketing, marketing education, shopping, and cross cultural. Both conceptual and empirical works are
welcome; qualitative, quantitative, and mixed-method research approaches are also welcome.

Go back to the track chairs list




Environmental Issues in Marketing

All research topics related to marketing and the environment are welcome. The papers can be theoretical
essays, reports of empirical studies or literature reviews. The sensitivity of marketers and consumers to
environmental dynamics are of interest to the WMC.

Go back to the track chairs list

Excellence in Marketing Education and Innovative Teaching

This track invites marketing educators (i.e. lecturers, clinicians, instructors) and/or practicing marketing
managers to submit a 400 word extended abstract of the presentation that addresses topics related to
the delegate’s own pedagogical and professional marketing experiences gained: (i) in higher education
institutions (e.g. teaching and learning), or (ii) from industry and business insights (e.g. examples and
illustrations). Challenging, thought-provoking and debatable topics are welcome that nurture and
stimulate the intellectual exchange of ideas and thoughts from an applied perspective of marketing. Case
studies illustrating topical marketing issues are also welcome and have the potential to generate ideas for
further research. The overall goal is to develop our skills at better transferring knowledge through
improved lecturing and academic leadership. The track offers an arena to present ideas of teaching and
professional topics. The extended abstract should clearly outline: (i) objective(s), (ii) argument(s), (iii)
implication(s), (iv) conclusion(s), and (v) the value — of the proposed topic to be presented. This track
offers the opportunity for marketing educators (i.e. non-researchers) to enjoy the benefits commonly
experienced during the conference of: (i) international networking, (ii) friendly and welcoming
atmosphere, and (iii) research excellence. Note that there are a limited number of proposals that may be
accepted for this track.

Go back to the track chairs list

Global Marketing

The track seeks competitive papers and special session proposals on a broad range of global marketing
issues. Topics include, but are not limited to, the following: global branding, internationalization and
market selection, international marketing strategies, customer segmentation practices,
standardization/adaptation of the marketing mix across national markets, the effect of cultural values on
marketing and vice-versa, import and export, joint ventures and alliances, product-country image and
region and country of origin effects. Does the marketing concept work equally well around the world?
Are customers around the world equally right? Help us address these questions at the WMC.

Go back to the track chairs list




Cross-Cultural Research

How is the marketing concept understood across cultures? Do common languages unite or separate
research techniques and results? Where established cultures meet, are new cultures formed? Submit
papers to these and other provocative questions knowing preferences will be given to inter-country over
intra-country studies. Topics may include (but not limited to): consumer behavior, comparative marketing
(e.g., advertising, organizational buyer behavior, services), methodological issues, best practices for
qualitative / quantitative research. Conceptual and empirical works are welcome, as are qualitative,
quantitative, and mixed-method approaches.

Go back to the track chairs list

Marketing and the Law

This track invites papers and special session proposals addressing the intersection of business and legal
studies. We welcome management/marketing research within the legal profession as well as legal
research concerning the field of marketing. Topics include, but are not limited to relationships between
law firms and clients; the future of law firms; stratification in the market of legal services; make or buy
decisions; new business models for the legal industry; globalization in the legal industry; buying behavior
of international clients. Conceptual as well as empirical works are welcome, as are papers involving
practitioners. Papers with direct implications for the legal profession are also encouraged.

Go back to the track chairs list




Health and Health Issues in Marketing

Health issues are growing interest for both companies and public organizations. The raise of public health
risk and the new opportunities generated by health issues enlarge the traditional scope of health
marketing. Indeed, consumer empowerment and health market deregulation have dramatically changed
the way to practice marketing and bring new research avenues. This track invites research that highlights
the challenges faced by organisation that deals with health issues.

Go back to the track chairs list

Innovation and Creativity

This track invites conceptual and empirical papers and workshop proposals that focus on innovation and
creativity as antecedents of marketing and/or consumer-related behavior or antecedents of creativity and
innovation in a marketing or consumer-related context. This could be at the firm level of analysis in
terms of nascent, new, or existing ventures or at the individual behavior level.

Go back to the track chairs list




Integrated Marketing Communications

This track invites competitive papers and special session proposals that focus on integrated marketing
communications. Topics of interest include, but are not limited to: advertising, sales promotion, direct
marketing, new media, social networking, public relations and publicity, sponsorship, packaging, and
related areas. Papers that consider the crossover of multiple elements of the IMC, especially with new
media, are encouraged.

Go back to the track chairs list

Marketing Ethics, Corporate Governance, and Leadership

Theoretical papers dealing with ethical issues are particular encouraged. Original empirical research or
review papers also are welcomed. Suggested topics for papers include the following: stakeholder
implications for aggressive or poor marketing, covert marketing tactics, product placement and its ethical
issues, the role of ethics in organizational work environments, social responsibility and organizational
performance, the role of perceived ethical behavior on consumer affect or cognition, general regulatory
issues and the effects of regulation, ethics of pricing, legal/regulatory issues regarding database usage,
corporate prioritization, product liability, privacy, internet issues, cross-cultural ethics, and more. Contact
the track chair for more information.

Go back to the track chairs list




Marketing Research Methods

This track seeks papers and special session proposals across a wide range of topics including both
theoretical/conceptual and empirical research. Submissions related to all aspects of market research
methods including research design, scale development and validation, sampling, data collection, analysis,
interpretation and reporting are welcome. New methodologies or techniques which bridge the gap
between practitioner use and academic inquiry are especially encouraged such as CRM systemes, relational
databases, scanner data and eye tracking software to name a few.

Go back to the track chairs list

Marketing Strategy

This track seeks papers and special session proposals on a wide range of marketing strategy topics that
address the development, implementation, or assessment of marketing strategy. Conceptual or empirical
papers or special sessions that focus on marketing strategy issues associated with sustainability, strategy
and the environment, and/or innovation are especially encouraged. In addition, papers that focus on
historical interpretations of the marketing concept are particularly encouraged.

Go back to the track chairs list




Product and Branding Strategies

This track invites papers and special session proposals that address a wide range of issues related to
global product and brand management. Manuscripts appropriate for this track may include, but are not
limited to, those addressing issues in the areas of brand equity, brand evaluation and consumer choice,
brand awareness/ preferences, product management process, product positioning, product/brand
performance, brand value chain, brand extension, product innovation & technology management and
cross cultural issue in product management.

Go back to the track chairs list

Pricing and Price-Related Issues

Empirical papers on price and price-related issues, both qualitative and quantitative, are welcome.
Suggested topics include customer driven pricing strategies, consumer behavior and/or channel member
price behavior, brand and price issues, nonprofit pricing issues, internet pricing, innovation and pricing,
and environmental and sustainable product and/or service pricing among many other topics.

Go back to the track chairs list

Sports Marketing

This track invites conceptual and empirical manuscripts and special session proposals addressing a wide
selection of sport marketing issues. Potential topics include, but are not limited to, sports marketing and
administration, the role of sponsorship in sport management, line management accountability and sport
image, publicity and marketing communications, the influence and role of the media in building celebrity
brands, celebrity brands and consumer emotions in sport, sport and counterfeit brands, events marketing,
international brand management and consumer power in sport, sport and government, sport ethics,
globalisation and sport tourism, the Olympics and the commercial aspects of sport.

In keeping with the conference theme, we invite papers which explore whether or not consumerism has

led to the over use of marketing in sport. Papers which develop new theory and issues with regard to
sport consumer psychology, dysfunctional behaviour, and counterfeit branding are particularly welcome.

Go back to the track chairs list




Relationship Marketing

This track invites conceptual and empirical papers relevant to relationship marketing (RM). Topics include,
but are not limited to: theoretical and methodological issues in RM; drivers of RM; customer loyalty
programs; privacy, ethics, customer value metrics, measurement of impact, technology, data
management, organization culture and cross cultural issues relating to RM. Theoretical papers, reviews
and historical perspectives are also welcome.

Go back to the track chairs list

Retailing

Major retail companies (Wal-Mart, Carrefour, Tesco, Aldi, ...) are becoming global and working on brand
equity with new Internet uses and branding policies. Meanwhile retail formats are questioned by
consumers and marketers alike. Retailers should reconsider ways to attract customers with tools
including retail brands, websites, social networks, retailtainment. All are key elements worth revisiting in
retailing research and make excellent topics for the WMC. In addition, ways that retailers either shun or
practice consumer orientation are particularly welcome.

Go back to the track chairs list




Insurance and Bank Marketing

Bank and Insurance industry is under profound changes after the financial crises. How the market concept
can help these companies to recruit new customers and manage relationship? This track is looking for
conceptual and empirical papers relevant to marketing in Insurance and Banking Industry. Papers dealing
with the central issue of marketing orientation and the challenges that the marketing concept is facing in
this industry are very welcomed.

Go back to the track chairs list

Selling and Sales Management

Salespeople are compensated based on sales volume, profitability and customer retention. Salespeople
often have to refuse some customer demands if it hurts firm’s interests and lose sales. They may also
selectively go after meeting needs of only the most profitable customers. Should the salespeople be made
to meet all customer demands and needs of all customers? Are they abandoning the marketing concept
by selectively meeting and serving the demands of some customers and not all customers. This track
welcomes all papers on these topics and provides an excellent opportunity for authors to contribute to
the conference.

Go back to the track chairs list




Services Marketing

This track invites papers and special session proposals covering a wide spectrum of service marketing and
management issues in public and private sectors. Interdisciplinary papers are highly encouraged and
topics of interest include, but are not limited to, customer / service employee interactions, co production
and co creation, educating customers, service transition of industrial companies, financial implications of
marketing strategies, CRM, service recovery, customer loyalty, innovations and technology in service
settings, customer-to-customer influence in service experience, assessment and/or improvement of
service quality and customer satisfaction. Conceptual, qualitative and quantitative papers are welcome
and papers involving practitioners and/or with direct implications for business are especially encouraged.

Go back to the track chairs list

Advertising Communication

This track invites papers and special session proposals focusing on behavioral, strategic, social or public
policy/regulatory aspects of marketing communications. Topics include, but are not limited to,
advertising, sales promotion, public relations, sponsorship, social networks, interactivity, and global
dimensions of marketing communications. In particular, research examining advertisers’ opinions and
attitudes toward consumers is particularly encouraged. Papers may be theoretical, retrospective or
empirical in nature. Contact the track chair for more information.

Go back to the track chairs list




Social Marketing

Customers make a multitude of decisions on a daily basis, some of which are detrimental to their health
and their environment. This track seeks papers reporting research that increases our understanding of
the means to induce behavioural change in a targeted audience on a temporary or permanent basis to
achieve social goals.

Go back to the track chairs list

Tourism and Hospitality

Regarding the negative aspects of some tourism practices and excesses, the track will welcome proposals
about how tourism managers should target and prepare tourists for the experience promoted. Priority
will be on research and cases dealing with "demarketing" techniques, their legitimacy and limits, about
tourism congestion and thresholds, and about education and mediating approaches that enhance tourist
respect and thoughtfulness about the place visited.

Go back to the track chairs list




Luxury, the Arts and Wine Marketing

With a focus on experiential consumption products such as these are placed at the centre of our
discipline. Yet at the same time the core focus with them is the maker’s artistic and craft focus,
inspiration and expressiveness — a true challenge to the marketing concept. This track seeks papers which
focus on this contradiction and seek to move forward the marketing of such goods. Theoretical papers
are particularly welcome but empirical research and literature reviews are also welcome.

Go back to the track chairs list

Distribution and Supply Chain Management

Research topics on all matters directly related to distribution and supply chain management are welcome.
In particular, papers that examine the relative effectiveness of market orientation in the channel are
encouraged. Topics include conflict in the channel, innovation in channels of distribution, matters related
to transportation, supply-chain issues and wholesaling are also encouraged. Theoretical papers are very
much appreciated but empirical research is also welcome. Contact the track chair for more information.

Go back to the track chairs list




Farmers Markets, Street Vending, and other (Non) Traditional Forms of Retailing

This track invites papers that explore non-store retailing activities including open air markets, farm and
produce stands, festivals and art fairs, and yard sales. Many of these outlets have become well organized,
sophisticated and strategically oriented. How has consumer demand fueled the increase in these forms
of retailing? What impact have they had on local competition, community building, and the creation of
sub-cultures? Conceptual and empirical papers regarding their retail life cycle, customer orientation,
environmental consciousness and the Green Movement, legal /zoning issues, and design challenges are
welcome. Cross -cultural comparisons are especially of interest as the WMC has a diverse and
international membership.

Go back to the track chairs list

Market-Based Learning and Competitive Advantage

This track seeks papers and special session proposals on a wide range of issues that relate to different
types of market-based learning and their impact on organizational efficiency and effectiveness. Potential
topics include, but are not limited to, the dimensions, contingencies, and synergistic effects of
organizational ambidexterity in market learning; balancing exploitation and exploration for sustained
performance; alternative knowledge strategies, competitive environment and performance; strategic
leadership for exploration and exploitation.

Go back to the track chairs list




Fashion Merchandising, Marketing and Retailing

This track invites competitive paper submissions focused on merchandising, marketing and retailing issues
relevant to the apparel and textiles industry and discipline. Topics appropriate for this track include, but
are not limited to, the following: consumer/purchasing behavior, consumption patterns, advertising,
branding, retail atmospherics, sustainability, social responsibility, and other topics pertinent to the global
trade and consumption of apparel and textile goods. Papers related to the conference theme, “The
Customer is NOT Always Right: Marketing Orientations in a Dynamic Business World,” are also of interest.
Qualitative, quantitative, and mixed method approaches are all encouraged.

Go back to the track chairs list

Emerging Markets

Emerging markets (EM) contribute over 20% to the world’s GDP. Additionally, strong growth in emerging
markets even during the time of recession is paving the way of global recovery from current economic
recession. This track seeks competitive papers on a broad range issues in marketing in emerging markets.
Particularly, this track invites papers from emerging markets in Asia, Eastern Europe, and South America.
Topics include but are not limited to: Outsourcing from EM; marketing culture in EM; cross-cultural
studies examining local culture, consumer behavior, and advertisements; examining transformation of
local brands into global brands in EMs; examining the local multinational firms and their management;
examining the retailing, sales management, and services management practices in EMs; examining the
corporate culture, business strategy and ethics in conducting business in EMs.

Go back to the track chairs list




Special Sessions

The provocative theme of the 2011 WMC provides an ideal opportunity for those interested in challenging
and rethinking marketing’s treasured and traditional precepts to submit proposals for special sessions
that consider very different approaches to marketing and what it is. Rather than reconsider for the
umpteenth time the tried and trusted premises such as trust and commitment; service quality and service
recovery; brand personality, and export performance, the special sessions at WMC 2011 will address
unusual and different aspects of marketing. Ideally, the perspectives adopted by the special sessions will
not merely be from established disciplines such as economics and psychology, but also from other areas
of knowledge, such as the pure sciences, medicine and information technology.

Doctoral Colloquium

Special submission alternative for doctoral students only. Papers will be presented in sessions consisting
only of doctoral students. These papers do not receive critical reviews and doctoral students interested in
getting some experience submitting and presenting papers are encouraged to participate.

Go back to the track chairs list
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